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中国互联网络发展状况统计报告，截止到 2012 年 12 月底，中国的网民规模已经

































The real estate industry is a mainstay industry of china,which is closely related to 
people’s lives.The government has introduced policies to regulate the high price and 
the supply-demand imbalance of the real estate market.What’s more,the diverse needs 
of the consumer make the real estate marketing communication facing many 
difficulties and challenges. Along with the advancement of network technology, the 
network become more and more universal. As of the end of December 2012, the scale 
of China's Internet users has reached 564 million, Internet penetration rate reached 
42.1%. The online media has advantages relative to traditional media in interactive, 
timeliness, multimedia, economy and many other aspects. Traditional marketing 
communication has been unable to meet the current market environment and the needs 
of enterprises. Network marketing communication become the inevitable choice for 
real estate company to come out of the marketing dilemma. 
In this paper,I use the method of summary induction,case analysis and text 
analysis.Firstly,I overview the development of China’s real estate market.Secondly, I 
analysis the current real estate network marketing communication environmengt from 
three aspects:media environment,audience market environment and information 
environment.Thirdly,I analysis the course of the China’s Real Estate Network 
marketing communication development.Then I build a real estate network marketing 
communication model through analysis the content,media platform and consumer 
behavior of real estate network marketing communication. I hope by this model, it is 
possible to supplement and complete the theoretical system of real estate network 
marketing communications.Lastly,I used the model to analysis the case of Vanke Real 
Estate network marketing communication,in order to provide guidance and reference 
for other real estate companies. 
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